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Preparing and Managing Guest Experience for Chinese Visitors in UK Hotels
[bookmark: _Toc129376255]Executive summary
   The Hotel Handbook for Intercultural Competence provides guidelines for hotel staff to effectively communicate and interact with guests from diverse cultural backgrounds. The handbook emphasizes the importance of understanding cultural differences and adapting communication styles to ensure positive guest experiences. It provides an overview of cultural dimensions, such as power distance, individualism, masculinity, uncertainty avoidance, and long-term orientation, and how these dimensions impact guest behavior and expectations. (Jokinen,2018)  The handbook offers practical advice on how to greet guests, use body language, and manage communication barriers. It also provides do's and don'ts when engaging with guests from specific cultural backgrounds, such as Chinese visitors. The handbook stresses the importance of sensitivity, respect, and open-mindedness when working with guests from different cultural backgrounds to promote a welcoming and inclusive hotel environment. By following the guidelines in this handbook, hotel staff can enhance their intercultural competence and provide exceptional guest service to guests from diverse cultural backgrounds.

[bookmark: _Toc129376256]Introduction 
   As the hospitality industry continues to grow and attract more international guests, it is becoming increasingly important for hotel staff to be prepared to provide exceptional service that meets the unique needs and expectations of visitors from diverse cultural backgrounds. (Kusluvan, et al 2010) The number of Chinese visitors to the UK is increasing, and it is essential for hotels to understand their unique needs and expectations to provide a memorable guest experience. This report aims to provide guidance to hotels in the UK on how to prepare and manage the guest experience for Chinese visitors.
   Overall, the UK is a society that values equality, individualism, creativity, innovation, hard work, and personal freedom. The UK is a democratic country where people have the freedom to express their opinions, pursue their dreams, and enjoy life. Understanding these cultural dimensions can help businesses and individuals to communicate and interact more effectively with people in the UK. (Sun et al,2023) The Hofstede tool is a model for cultural dimensions that helps to understand how culture influences people's behavior and attitudes. On the other side, China is a society that values hierarchy, collectivism, stability, long-term planning, and self-discipline. Understanding these cultural dimensions can help businesses and individuals to communicate and interact more effectively with people in China. It is important to approach business relationships in a respectful and collaborative manner, prioritize building relationships, and communicate in a clear and concise way. 
[bookmark: _Toc129376257]Comparison: Hofstede tool
   
   The Hofstede tool is a framework for analyzing and understanding cultural differences across countries and regions. Developed by Dutch social psychologist Geert Hofstede, the tool measures cultural dimensions that help identify and explain differences in values, behaviors, and attitudes among different cultures. (Hofstede, 2010)  The Hofstede tool includes six cultural dimensions. Here is an analysis of the United Kingdom using the Hofstede tool:
   According to the Hofstede tool, there are significant differences between China and the UK in terms of their cultural dimensions.
Power Distance Index (PDI): China has a high score of 80 in PDI, indicating that the society accepts inequalities among people. Unlike UK, the relationship between superiors and subordinates is highly polarized, and there are no safeguards against abuses of power by superiors. (Özdemir, Chen, 2018) People are heavily influenced by formal authority and sanctions and tend to have a positive view of leadership and taking initiative. It is generally believed that people should not aspire beyond their social status. UK has a relatively low score of 35, indicating that the society believes in equal rights and opportunities for all.
Individualism (IDV): The UK has a high score of 89 in individualism, indicating that people in the society prioritize their own interests over those of the group. In contrast, China has a low score of 20 in individualism, indicating that people prioritize the interests of the group over their own interests. 
Masculinity (MAS): China has a relatively high score of 66 in masculinity, which means that the society values success, competition, and achievement, while the UK has a score of 66 in femininity, indicating that the society values quality of life, work-life balance, and caring for others. (Minkov, Hofstede, 2012)
Uncertainty Avoidance Index (UAI): China has a moderate score of 30 in UAI, which means that people in the society are relatively tolerant of ambiguity and uncertainty. In contrast, the UK has a high score of 70 in UAI, indicating that people in the society prefer structure, rules, and predictability.
Long-Term Orientation (LTO): China has a high score of 87 in LTO, indicating that people in the society value long-term goals, persistence, and tradition. (Minkov, Hofstede, 2012) The UK, on the other hand, has a relatively low score of 51 in LTO, indicating that the society values the present and short-term goals.
   Overall, these differences between China and the UK can impact business practices, communication styles, and cultural norms when engaging with one another. It is important for individuals to be aware of these differences and adapt their behavior accordingly to promote effective cross-cultural communication and understanding. (Li, Li, 2019)
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Figure 1 Country comparison using Hofstede Tool

To provide a personalized guest experience, it is crucial to understand Chinese culture and customs. Some of the key areas to consider are:
Greetings: Chinese guests often appreciate a polite greeting, such as "nǐ hǎo" (hello) or "nín hǎo" (respectful hello), which shows respect for their culture.
Business Cards: In Chinese culture, exchanging business cards is an essential part of introductions. Having a business card that includes both English and Chinese translations can be helpful.
Etiquette: Chinese guests place a high value on politeness, respect, and courtesy. Hotel staff should be trained to be aware of cultural differences and adapt their approach accordingly.
Communication: 
Effective communication is essential for providing excellent guest service. When communicating with Chinese guests, hotels should consider the following:
Language: Providing staff who can speak Mandarin or Cantonese can help to make them feel more comfortable and at ease. (Samovar, 2013)
Translation Services: Providing translation services can be an added advantage. Hotel staff should be trained to use translation devices, software or apps. 
Written Communication: Providing information and materials in Chinese language can be beneficial to help guests feel more comfortable and confident during their stay.
Food and Beverages:
Chinese cuisine is diverse, and it is crucial to provide a wide range of options that cater to different dietary needs and preferences. (Lee, Yoon, 2017)  Hotels should consider the following:
Chinese Breakfast: Offering a Chinese breakfast that includes dishes such as congee, dumplings, and noodles can be appealing to Chinese guests.
Chinese Tea: Offering a selection of Chinese tea can provide a unique and personalized touch to the guest experience.
Accommodation:
Room Preferences: Chinese guests often prefer rooms with a good view and high floors. Providing options that cater to these preferences can enhance the guest experience. (Abramson, 2018)
Room Amenities: Offering amenities such as Chinese TV channels and Chinese-language newspapers can make guests feel more at home. (Brown, 2013)
Cultural Activities and Events:
Traditional Afternoon Tea: Offering traditional British afternoon tea with an introduction to its history and culture can be appealing to Chinese guests.
Cultural Tours: Organizing tours to local attractions such as museums, historical sites, and shopping areas can provide guests with a better understanding of British culture.
Language Lessons: Offering language lessons in Mandarin or Cantonese can be a unique and personalized touch to the guest experience.
   Providing an exceptional guest experience for Chinese visitors requires a proactive approach and attention to detail. By understanding Chinese culture and customs, effective communication, providing a variety of food and beverage options, offering diverse accommodation options, and organizing cultural activities and events, hotels in the UK can provide an unforgettable experience that will encourage guests to return and recommend the hotel to others. (Mullins, 2019)
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	Do’s
	Don’t

	Show respect and interest in their culture and customs.

	Don't touch or point at someone with your feet, as it is considered rude in Chinese culture.

	Use formal titles and proper etiquette when addressing them, such as addressing someone by their family name followed by their title.

	Avoid discussing sensitive political or social issues, such as Taiwan, Tibet, or human rights.

	Be patient and courteous, as some cultural differences may require more time and explanation to understand.

	Don't serve alcohol to a Chinese visitor unless they explicitly ask for it, as some Chinese people may choose not to drink for cultural or personal reasons.

	Be prepared to negotiate and bargain in business transactions, as it is a common practice in China.
	Don't assume that all Chinese visitors are familiar with Western customs and culture. Be mindful of potential misunderstandings or miscommunications.
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